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Abstract 
Online paid knowledge(OPK) has become very popular since online knowledge platforms 
have been undergoing a tremendous transformation from providing online free knowledge to 
OPK. Trust is vital because knowledge is subjective and OPK requires consumers to invest 
money, time and effort. This study focuses on factors that drive consumers’ trust since OPK 
creates a new revenue source for both knowledge platforms and knowledge providers. 
Drawing on customer value theory, we propose that consumers’ perceptions of customer 
value influence trust. We examine six value relevant factors extracted from three dimensions 
of customer value: functional (knowledge quality and price utility), emotional (perceived 
enjoyment and anxiety relief), and social value (social knowledge-image expression and 
social relationship support). Survey data was analyzed and hypotheses were tested with 
structural equation modeling(SEM). The results indicate that functional, emotional, and 
social value contribute significantly to trust. The findings and implications are discussed. 
Keywords:  Online paid knowledge, Trust, Customer value, Functional value, Emotional 
value, Social value 
 
Introduction 
With the advancement of online knowledge platforms and Internet technologies, online knowledge 
platforms have developed the way how individuals obtain knowledge. Traditionally, the content on 
online knowledge platforms is free, and most platforms’ revenue comes from advertisement. However, 
as the volume of content increases, content quality may not be kept up. For example, the quality of both 
questions and answers in Q&A sites seem to be diluted (Cathy 2017), as a result, users have to spend 
more time and effort on screening (Feng 2017). In recent years, some online knowledge platforms 
attempt to provide online paid knowledge (OPK) to attract both knowledge providers and knowledge 
seekers, which charges knowledge seekers for the access to specific knowledge. Such business is 
promising where e-commerce and Internet are highly developed, such as China. It is reported that 75% 
users in China are willing to pay for high-quality content (Feng 2017). And the size in overall economy 
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of OPK in China is between 10-15 billion RMB and is expected to rise up to 30-50 billion RMB in 2017 
as a result of higher aggregate demand (Liu 2018). Through this mechanism, consumers may get extra 
value of OPK. The level of trust is vital when knowledge is hard to evaluate with objective criteria and 
it requires users to invest time and effort in learning after paying. A representative case of a profitable 
knowledge platform is China’s Quora—Zhihu, the most active social Q&A knowledge community with 
nearly 70 million daily active users. A typical OPK is “Zhihu Live” (https://www.zhihu.com/lives), 
which is a paid-for, real-time and online Q&A service. It charges a small amount i.e. 2-3 dollars per 
person per session (Cathy 2017). Averagely, each knowledge speaker earns about RMB8,300 
(US$1,200) per hour in Zhihu Live (Feng 2017). 
In general, such pattern creates tripartite benefit for platforms, knowledge providers as well as 
consumers. For knowledge providers, they are motivated to share their successful methods, experience, 
or unique thought by getting economic returns (Guo et al. 2017) and social reputation (Wasko and Faraj 
2005). For knowledge platforms, they can get stable revenues in the form of commissions, entry fees 
and direct sales. For consumers, they can get knowledge in needs and gain value, such as receiving the 
best management tips in five minutes, picking some pithy quotes to show off, and forming own 
perspective (Feng 2017). Although OPK market is promising (Liu 2018), what factors attract users and 
make users willing to trust and further invest time and effort in learning remain unclear. Understanding 
the drivers of users’ trust does not only motivate knowledge providers to contribute OPK, but also can 
help knowledge platforms to develop a stable and sustainable business model (Guo et al. 2017). 
Trust is an essential factor in OPK. Previous studies have shown that trust is vital in e-commerce success 
(Gefen et al. 2003; Wang et al. 2016). Individuals are likely to purchase only when trust exists. Trust is 
a crucial component affecting uses’ behaviors on online knowledge communities (Hashim and Tan 
2015). Moreover, research has proven that value influences consumers’ attitude which results in a 
significant intention to purchase (Hsiao and Chen 2017). With the emergence of online paid content, 
scholars suggested that content providers should monetize content (Anja and Kanishka 2017; Cho et al. 
2016). However, there is limited research from the customer value perspective in OPK which spur trust. 
Therefore, it is crucial to investigate the value that build trust in OPK. 
Customer value is important in OPK. Literature on online paid content has provided insights for us to 
understand what factors influence consumers, such as e-book subscriptions (Hsiao and Chen 2017) and 
online paid newspaper (Benedikt et al. 2015). These studies suggest that value derived from products 
affect consumers. Knowledge is subject, and consumers’ perceptions of OPK are based on their own 
subjective criteria. On the one hand, knowledge accumulation is a long-term work and may affect slowly. 
Consumers may select the OPK they trust due to they will further invest enough time and effort in 
knowledge internalization. And customer value may build trust. Thus, this article focuses on customer 
value and examines how customer value influences trust. Previous literature suggests “customer value” 
to be an important predictor of customer behavior (Kim et al. 2011; Sweeney and Soutar 2001; Wang 
et al. 2013). Customer value refers to the customer’s evaluations on product (Zeithaml 1988). The three-
dimensional value framework (Kim et al. 2011; Sweeney and Soutar 2001) is suitable for studying trust 
as knowledge in online platforms usually have multiple values that meet customers’ different needs, 
not only the needs to learn, but also the emotional and social needs. Therefore, this study will investigate 
trust from three-dimensional value perspective.  
The objective of this study is to investigate factors that influence consumers’ trust in OPK. Based on 
customer value theory, we examine customer value and propose that functional value (knowledge 
quality and price utility) (Kim et al. 2011; Sweeney and Soutar 2001), emotional value (enjoyment and 
anxiety) (Kim et al. 2011; Wang et al. 2013), and social value (knowledge-image expression and social 
relationship support) (Kim et al. 2011; Sweeney and Soutar 2001; Wang et al. 2013) affect trust. The 
proposed model will be tested using survey data. 
The rest of the paper is organized as follows: We begin with the theoretical background and hypotheses 
development. We then present our research methodology and the results. Next, we offer possible 
explanations of the results, the theoretical and practical implications of the findings. Finally, we present 
limitation and future research direction. 
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Literature Review 
Knowledge Behavior 
Online knowledge communities refer to social media where users can seek, share, sell and buy 
knowledge, such as social Question and Answer (Q&A) sites (e.g., Quora, Zhihu in China). Previous 
studies regarding users’ behaviors in knowledge communities have focused on two streams, one is 
knowledge contributing behavior, and the other is knowledge seeking behavior. In the era of knowledge 
contributing behavior, previous studies have paid attention to figuring out why participants contribute 
knowledge then shape knowledge contributors since sustainable development of the community relies 
on knowledge contributors (Guo et al. 2017). Previous studies focused on social factors since 
knowledge communities are typical social media and used social exchange theory (Guo et al. 2017; Yan 
and Jian 2017), social support theory (Jin et al. 2015) and social capital theory (Wasko and Faraj 2005) 
to investigate why users share knowledge on communities.   
In the era of knowledge seeking behavior, a few studies have focused on seeking behavior and 
successfully understood why users seek online knowledge (Koo and Choi 2010; Yan and Jian 2017), 
adopt online knowledge (Jin et al. 2015; Shen et al. 2013), especially why users use online paid 
knowledge content (Hsiao and Chen 2017). High information quality drives users to use knowledge 
community or learning system because they are useful (Alsabawy et al. 2016; Hsiao and Chen 2017; 
Shen et al. 2013; Yan and Jian 2017). Specifically, Koo and Choi (2010) proved that knowledge 
characteristics such as specialty, preciseness, and diversity improve user’s’ motives to search 
knowledge. Hsiao and Chen (2017) further proved that perceived content and perceived price are 
determinates of perceived value and investigated their effect on users’ e-book subscription. Social 
factors are vital in seeking behavior as well due to knowledge communities are typical social media. 
Emotional support users feel when they seek knowledge strength the willingness to adopt the knowledge 
(Jin et al. 2015). Social responses from Q&A sites encourage users to search knowledge (Yan and Jian 
2017). 
Studies mentioned above mostly paid attention to free knowledge context, only a few studies focused 
on paid content. Recent studies have proven that content providers should monetize content (Anja and 
Kanishka 2017; Cho et al. 2016) at the company level. There is limited research about what factors 
influence consumers at the individual level. For individual level, Hsiao and Chen (2017) divided 
perceived value into benefits and sacrifices and investigated their effect on e-book subscription. 
Perceived content and perceived price are determinates of perceived value while technical factors are 
not important (Hsiao and Chen 2017). Price and format is the most important attribute of paid content 
subscription (Benedikt et al. 2015). E-book subscription is a kind of paid content, but there are 
differences between e-book and OPK. Most e-books have physical books and consumers can evaluate 
online content based on physical books. OPK usually is digital and conveying knowledge providers’ 
subjective knowledge about personal methods, experience, and unique thoughts. Consumers’ evaluation 
on OPK can’t rely on physical products like e-book. 
Customer Value Theory 
Customer value is the customer’s evaluations on product (Zeithaml 1988). Previous studies have 
proven “customer value” is vital during shopping process (Kim et al. 2011; Sweeney and Soutar 2001; 
Wang et al. 2013). The value framework discussed by Sweeney et al. (2001) incorporated three pertinent 
dimensions of customer value: functional value (performance/quality, price/value for money), 
emotional value, and social value (enhancement of social self-concept). In previous studies, functional, 
emotional, and social value have significant influences on consumer behavior (Kim et al. 2011; 
Sweeney and Soutar 2001).  
Functional value is the perceived utility of online paid knowledge (OPK) based on the item’s capacity 
for functional or utilitarian performance. OPK’s functional value may be derived from its 
characteristics or attributes, including specialty, preciseness, diversity, usefulness, up-to-date 
information, time saving, effort saving and rational price. Traditionally, functional value is presumed 
to be the principal driver of consumers’ choice. Hsiao and Chen (2017) divided perceived value into 
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perceived content and perceived price, and proved that these are determinates of perceived value while 
technical factors are not important in e-book subscription. Perceived usefulness and perceived fee have 
significant influences on perceived value in paid content (Wang et al. 2013). Pricing has a significant 
effect on retailer trust (Anselmsson et al. 2017), but Gibreel et al. (2018) find product price doesn’t 
affect the level of trust. OPK usually refers to successful methods, experience, and unique thoughts 
from knowledge providers. Although free knowledge exists, consumers tend to get OPK to better meet 
their needs. For example, consumers can improve skills, solve problems and keep the same step with 
the society with spending less time and effort on screening through a huge amount of free content. High 
quality and rational price make OPK more reliable. Unexpectedly, functional value (product quality and 
price utility) are not important value on social networking community (Kim et al. 2011).  
Emotional value is the perceived utility of OPK based on the item’s capacity to generate feelings or 
affective states. Perceived enjoyment is an important factor in the context of online content services 
(Wang et al. 2013) and social networking community (Kim et al. 2011). Knowledge has its own 
characteristics in requiring consumers to invest time and effort to achieve long-term results, and 
consumers tend to believe that enjoyable OPK is more likely to be long-term used. Apart from arousing 
positive feelings or affective states, changing negative feelings may be another side of emotional value. 
Obtaining knowledge may help consumers reducing their anxiety, such as competing with others in 
career. Previous studies showed that utilitarian products can alleviate negative emotional arousal 
(Darrat et al. 2016; Gallagher et al. 2017). Tension release is the main reason of users’ behaviors 
(Zolkepli and Kamarulzaman 2015).  
Social value is the perceived utility of OPK based on the item’s ability to enhance one’s social self-
concept. Consumer is influenced by the way a consumer views him- or herself or wishes to be viewed 
by others. Social value (self-image expression and relationship support) is vital on social networking 
community (Kim et al. 2011). OPK can help consumers maintain the positive self-concept of being 
knowledgeable (Packard and Wooten 2013) and enhance their professional reputations (Wasko and 
Faraj 2005) to build their knowledge-image among others, such as picking some pithy quotes to show 
off to be viewed better by others. The types of paid knowledge help define consumers’ social circle as 
well. Moreover, knowledge communities’ users are usually influenced by social factors (Guo et al. 2017; 
Wasko and Faraj 2005; Yan and Jian 2017). Community social responses (Yan and Jian 2017) and uses’ 
community participation (Oestreicher-Singer and Zalmanson 2013) will help users’ social relationship 
and influence their behaviors. 
Research Model and Hypotheses 
Figure 1 presents the proposed model for the study. Trusting beliefs are the trustor perception that the 
trustee possesses characteristics that would benefit the trustor (Mayer et al. 1995). In this study, trust 
is the consumer’s perception that online paid knowledge (OPK) from knowledge providers possesses 
characteristics that would benefit the consumer. Based on customer value theory, we propose that 
customer value has a positive impact on trust, including functional value (knowledge quality and price 
utility), emotional value (perceived enjoyment and anxiety relief), and social value (knowledge-image 
expression and social relationship support). 
The Effect of Functional Value on Trust 
Knowledge quality (an aspect of functional value) is the perceived degree to which OPK is helpful to 
meet needs. High information quality drives users to trust and use the knowledge community because 
they are useful (Jin et al. 2015; Shen et al. 2013; Yan and Jian 2017). Wang et al. (2013) proved that 
perceived information usefulness is an important factor on online content services. Moreover, 
information quality is an important determinant on online learning usage (Alsabawy et al. 2016). For 
example, knowledge quality includes appropriate format and precise information. Higher quality OPK 
may help consumers get more useful methods or up-to-date information with time saving and effort 
saving, so consumers tend to believe the knowledge provider considers consumers’ right to offer reliable 
OPK. Therefore, we propose that, 
H1. Knowledge quality has a positive effect on trust. 
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Price utility (an aspect of functional value) is the perceived efficient of money. Perceived price is vital 
on online paid content (Hsiao and Chen 2017; Wang et al. 2013). Pricing policy has a significant effect 
on retailer trust (Anselmsson et al. 2017). In the context of OPK, when consumers perceive the OPK’s 
price is rational and the use of money is efficient, consumers tend to believe the knowledge provider 
would consider consumers’ right to offer reliable OPK. Therefore, we propose that, 
H2. Price utility has a positive effect on trust. 
 
Figure 1.  Research Model 
 
The Effect of Emotional Value on Trust 
Perceived enjoyment (an aspect of emotional value) is the extent to which the activity of using specific 
OPK is perceived to be enjoyable in its own right, aside from any performance consequences resulting 
from knowledge use (Abdullah et al. 2016). Perceived enjoyment is an aspect of perceived value in the 
context of online paid content services (Wang et al. 2013). A consumer’s perceived enjoyment 
positively affects the consumer’s intention to use (Abdullah et al. 2016; Rouibah et al. 2016) and trust 
beliefs (Hwang and Kim 2007; Rouibah et al. 2016; Wakefield 2013). The use of OPK is associated 
with emotional response and the enjoyment in learning influences the perception of OPK’s benefit. 
OPK requires consumers to invest time and effort to achieve long-term results, and consumers tend to 
believe that enjoyable OPK is more likely to be long-term used. Therefore, we propose that, 
H3. Perceived enjoyment has a positive effect on trust. 
Previous studies about customer value theory have focused on generating or improving positive feelings 
mentioned above, but the role of reliving negative feelings remains unclear. Anxiety relief (an aspect 
of emotional value) is the extent to which activity of using specific OPK is perceived to alleviate anxiety. 
Negative emotions significantly influence users’ behavior (Spielberger 1966; Zolkepli and 
Kamarulzaman 2015). Negative emotions (e.g., fear and anxiety) would increase people’s desire to 
engage in problem solving and acquiring utilitarian products (Chen et al. 2016). Anxiety drives 
consumers to buy (Gallagher et al. 2017). Obtaining OPK can help consumers improve skills, solve 
problems and keep the same step with the society, which bring consumers emotional value about 
relieving anxiety. Anxiety will have a negative effect on e-Trust (Hwang and Kim 2007) and website 
trust beliefs for an unfamiliar one (Wakefield 2013). OPK is utilitarian and is beneficial for releasing 
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consumers’ anxiety and may influence on consumers’ perception of OPK’s benefits and credibility. 
Therefore, we propose that, 
H4. Anxiety relief has a positive effect on trust. 
The Effect of Social Value on Trust 
Social knowledge-image expression (an aspect of social value) is the extent to which activity of using 
specific OPK is perceived to enhance one’s image about knowledge in the eyes of others. Consumer's 
relationships with other consumers positively influence trust (Habibi et al. 2014). Self-image expression 
is a vital factor on social networking community (Kim et al. 2011). Using OPK can help a consumer 
solve problems, improve skills and know more than others, which will make a consumer view him-or 
herself better or be viewed better by others. People prefer to maintain the positive self-concept of being 
knowledgeable (Packard and Wooten 2013) and enhance their professional reputations (Wasko and 
Faraj 2005). If consumers believe that using OPK help them build more knowledgeable image, they 
will believe the goods are more reliable and worth investing time and effort. Therefore, we propose that, 
H5. Social knowledge-image expression has a positive effect on trust. 
Social relationship support (an aspect of social value) is specific OPK’s perceived capability to help 
form, maintain and enhance interpersonal relationships. Social responses and emotional support 
influence users’ seeking behaviors and information adoption (Jin et al. 2015; Yan and Jian 2017). 
Consumer's relationships with other consumers positively influence trust (Habibi et al. 2014). Using 
OPK can help consumers have more topics or new information to communicate with others. The types 
of paid knowledge also help consumers find groups which share same knowledge interest or focus on 
achieving same goals. If consumers believe that using OPK may help their social relationship, they will 
perceive the goods are more reliable.  Therefore, we propose that, 
H6. Social relationship support has a positive effect on trust. 
Several control variables that might influence individual behavior, such as age, gender, education, and 
experience with knowledge platforms, were included as control variables in the analysis. By including 
these variables, we limited the possibility that the relationships among our focal predictors and the 
dependent variable would be spurious. 
Research Method 
Development of Instruments 
All the measurement items used in this study were adapted from prior validated scales. In order to 
ensure that those scales fit the current research context, we only made minimum modification. The 
items in the questionnaire and the sources of the items are shown in Appendix A. These items were 
measured using a seven-point Likert scale ranging from (1) strongly disagree to (7) strongly agree.  
All of the survey items were pilot-tested using samples collected from 43 participants. The results 
indicate that the measurement model fulfills the criteria for reliability, convergent validity, and 
discriminant validity. 
Sample and Procedure 
A Web-based survey questionnaire was conducted to collect data. As this study focuses on consumers’ 
trust in the context of online paid knowledge (OPK), we limited our respondents to be those who have 
used known knowledge communities. We set a screening question to allow only those who have 
previously used knowledge communities were qualified to participate and each respondent was asked 
to select a knowledge communities he or she recently used, which could help him or her to recall the 
experience.  
The questionnaires were distributed from November 29, 2017, to December 10, 2017. The majority of 
sample is university student. Overall, 242 questionnaires were returned. After eliminating the contradict 
 What Drives Trust in Online Paid Knowledge? 
  
 Twenty-Second Pacific Asia Conference on Information Systems, Japan 2018 
responses and those that contain the same response option to the majority of the question items, we used 
212 for our data analysis. Over half of the sample, 63%, was female. Our subjects are typical online 
knowledge communities’ users who are well educated and have experience with knowledge 
communities. 
Data Analysis and Results 
In this research, we analyzed a path model with the partial least squares (PLS) structural equation 
modeling (SEM) using SmartPLS 3.0 (Ringle et al. 2015) to test our hypotheses. PLS was used for data 
analysis, since it places minimum restrictions on samples size, measurement scales, and residual 
distributions (Gefen et al. 2011). We used a two-step approach to conduct data analysis. First, the 
reliability and construct validity were assessed. Then, the structure model was examined in the second 
step to test the research hypotheses. 
Measurement Model 
Data analysis was conducted using SmartPLS 3.0. The quality of the measurement model is usually 
evaluated based on the criteria of reliability, convergent validity, and discriminant validity(Straub et al. 
2004). 
Reliability is usually assessed by two indicators: Cronbach’s alpha and composite reliability. Table 1 
shows the reliability indicators of the constructs. The lowest composite reliability is 0.899 and the 
lowest Cronbach’s alpha is 0.851, with higher than the recommended minimum value of 0.7, indicating 
adequate reliability of the measurement for each construct. 
Construct validity can be assessed using convergent validity and discriminant validity. Convergent 
validity is defined as the degree to which the measurement items are related to the construct to which 
they are theoretically predicted to be related. Table 2 shows that all of the items exhibit a loading higher 
than 0.7 on their respective constructs, and Tables 1 shows that the average variance extracted (AVE) 
of each construct was higher than 0.5, indicating good convergent validity. 
In this study we evaluate the discriminant validity by comparing the correlations between constructs 
and the square root of the average variance extracted (AVE) of each construct. Table 2 lists the 
correlations among constructs, with the square root of the AVE on the diagonal. The square root of each 
construct’s average variance extracted (AVE) is much greater than the construct’s correlations with all 
of the other constructs, suggesting sufficient discriminant validity (Gefen et al. 2000). Table 1 shows 
the cross loading of the items on all latent constructs used in the model, also indicating reasonable 
discriminant validity. 
In addition, we calculated the variance inflation factors (VIF) values for all of the constructs to assess 
the degree of multicollinearity. Our results show the VIF did not exceed 1.939, which is well below the 
suggested threshold of 3–5(Hair et al. 2009). Thus, multicollinearity is not a significant concern. 
Finally, Common method bias, which results in spurious relationships between variables, is a concern 
for all self-reported questionnaires. Following Podsakoff et al. (2003), this study attempted to control 
for the common method bias effect in the development and design of the survey questionnaire by 
counterbalancing item order, improving item comprehension (i.e., through pretesting), protecting 
respondent anonymity, and reducing evaluation apprehension. This study used two methods to test 
common method bias. First, correlations among constructs are all below 0.9 in Table 2, indicating no 
that common method bias is not a significant concern. Second, following Podsakoff et al. (2003), we 
tested the common method variance using Harman’s single-factor test by simultaneously loading all 
items from the combined data set in factor analysis with no rotation. The largest component accounting 
for 47% of the total variance and is less than 50%, indicating that common method bias is not a 
significant concern. 
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Table 1. Measurement Items 
 AR KQ PE PU SKE SRS TK 
Cronbach's 
Alpha 
Composite 
Reliability 
AVE 
AR1 0.918 0.634 0.628 0.459 0.574 0.376 0.636 0.918 
  
  
0.948 
  
0.858 
  AR2 0.929 0.500 0.541 0.433 0.667 0.407 0.566 
AR3 0.932 0.505 0.555 0.415 0.586 0.382 0.548 
KQ1 0.505 0.853 0.561 0.536 0.394 0.257 0.630 0.859 0.899 0.640 
KQ2 0.442 0.708 0.515 0.597 0.414 0.359 0.536 
KQ3 0.464 0.849 0.485 0.503 0.378 0.285 0.559 
KQ4 0.527 0.850 0.487 0.540 0.407 0.308 0.593 
PE1 0.546 0.485 0.879 0.475 0.536 0.509 0.510 0.851 0.899 0.689 
PE2 0.431 0.456 0.843 0.459 0.498 0.506 0.500 
PE3 0.601 0.641 0.841 0.556 0.509 0.417 0.624 
PU1 0.391 0.570 0.455 0.828 0.397 0.277 0.444 0.890 0.948 0.901 
PU2 0.485 0.641 0.592 0.896 0.470 0.323 0.621 
PU3 0.411 0.606 0.559 0.911 0.423 0.365 0.628 
PU4 0.329 0.461 0.388 0.828 0.327 0.285 0.428 
SKE1 0.487 0.388 0.554 0.357 0.861 0.633 0.453 0.891 0.924 0.752 
SKE2 0.644 0.485 0.548 0.466 0.863 0.446 0.601 
SKE3 0.554 0.385 0.482 0.352 0.884 0.630 0.491 
SKE4 0.568 0.415 0.503 0.443 0.862 0.470 0.530 
SRS1 0.391 0.391 0.519 0.376 0.590 0.885 0.401 0.920 0.943 0.806 
SRS2 0.384 0.305 0.517 0.300 0.586 0.909 0.337 
SRS3 0.316 0.279 0.443 0.289 0.459 0.872 0.292 
SRS4 0.403 0.324 0.498 0.329 0.567 0.924 0.328 
TK1 0.546 0.642 0.600 0.596 0.557 0.367 0.900 0.890 0.931 0.819 
TK2 0.550 0.655 0.576 0.544 0.518 0.349 0.894 
TK3 0.620 0.634 0.575 0.562 0.566 0.325 0.921 
Note: Anxiety relief is AR, knowledge quality is KQ, perceived enjoyment is PE, price utility is PU, 
social knowledge-image expression is SKE, social relationship support is SRS, and trust in knowledge 
is TK. 
Structural Model 
The R-Square (R2) indicate that the predictor variables (the external variables) explained 67.5% of 
trust’s variance. The theoretical model and hypothesized relationships were estimated using the 
SmartPLS bootstrap approach with a sample size of 5000 to generate t-values and standard errors for 
determining the significance of paths in the structural model. 
The results (see Figure 2) showed knowledge quality (β=0.315), price utility (β=0.189), perceived 
enjoyment (β=0.196), anxiety relief (β=0.145), and social knowledge-image expression (β=0.194,) 
positively and significantly associated with trust, supporting hypotheses 1,2,3,4 and 5. Unexpectedly, 
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social relationship support (β=-0.089) was not significantly associated with trust. Thus, hypothesis 6 is 
rejected. Gender, age, education status and experience with knowledge platforms were all found to have 
no significant influence on trust. 
 
Table 2. Correlations between Latent Variables 
 Mean Standard 
deviation 
AR KQ PE PU SKE SRS TK 
AR 5.376 1.051 0.926       
KQ 5.440 1.055 0.594 0.817      
PE 4.825 1.200 0.623 0.628 0.854     
PU 5.355 1.047 0.472 0.664 0.587 0.867    
SKE 5.162 1.128 0.656 0.487 0.602 0.472 0.867   
SRS 4.755 1.217 0.419 0.367 0.554 0.364 0.619 0.898  
TK 5.442 0.961 0.632 0.711 0.645 0.627 0.605 0.384 0.905 
 
 
Figure 2.  Testing Results 
Discussion and Contribution 
In this study, a six-component online customer value model for online paid knowledge (OPK) has been 
proposed. This study examined that knowledge quality, price utility, perceived enjoyment, anxiety relief, 
and social knowledge-image expression are vital to trust. Unexpectedly, social relational support, 
didn’t have a significant influence on trust, and this result is contrary to Habibi et al. (2014). One 
explanation might be that consumers see knowledge-image expression is more important than social 
relationship support in trust formation. When consumers evaluate OPK, they tend to pay more attention 
to its performance, such as better quality and further better image. 
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The findings suggest some theoretical contributions. First, this study focuses on paid context while 
previous studies have paid more attention to knowledge seeking behaviors in free context and we focus 
on consumers’ trust. While prior studies have paid more attention to users’ knowledge contributing and 
knowledge seeking behaviors in free context, we focus on users’ knowledge seeking behavior in paid 
context. The findings suggest that value derived from OPK are important factors in trust. Second, the 
study is the first to apply customer value theory in OPK context when there is a lack of understanding 
on trust formation in paid content. Previous studies focused on social factors (Guo et al. 2017; Yan and 
Jian 2017) to investigate why users share and seek knowledge in knowledge communities. When it 
comes to social commerce in knowledge communities, there is a lack of treating knowledge as 
commodities and the mechanism how to build consumers’ trust in OPK remains unclear. It’s suitable 
to research paid content from a customer value perspective (Wang et al. 2013). Therefore, this study 
apply customer value theory to focus on what value may attract consumers and lead them to believe 
that OPK can be worth investing time and effort. Third, the study extends customer value theory by 
adding anxiety relief as a type of emotional value. Previous studies have focused on generating positive 
feelings (e.g., enjoyment) (Wang et al. 2013), but overlooked the role of reducing negative feelings 
(e.g., anxiety). Our study explores anxiety relief as an aspect of emotional value, which eliminates 
negative feelings, extending customer value theory and expanding studies on social commerce in 
knowledge communities. Negative emotions (e.g., anxiety) would increase people’s desire to engage in 
problem solving and acquiring utilitarian products (Chen et al. 2016), and tension release significantly 
influences consumers’ behaviors (Zolkepli and Kamarulzaman 2015). The emergence of OPK offers 
consumers an opportunity to obtain more accurate, professional and unique knowledge to help them 
improve skills and solve problems, which help consumers relieve anxiety. Our results verified that 
anxiety relief influences consumers’ trust. Therefore, anxiety relief is a new aspect of emotional value 
to be considered in studies that use customer value theory. 
The findings also provide practical implications for knowledge providers and online knowledge 
communities. They should focus on important value that benefit consumers and express value to gain 
trust. First, knowledge providers and platforms should provide high price utility and high quality OPK 
to satisfy consumers’ needs of functional value due to these are basic value. Knowledge communities 
may cooperate with knowledge providers to offer high quality knowledge. They should describe that 
OPK has accurate, professional and unique knowledge in rational price, and emphasize what specific 
skills or problems they may help. Second, OPK should provide enjoyment and anxiety relief content to 
satisfy consumers’ emotional needs. Knowledge providers should make the use of paid knowledge 
enjoyable since enjoyable process make consumers trust OPK and be more willing to invest time and 
effort in learning. Moreover, knowledge providers can focus on conveying utilitarian knowledge and 
emphasize these can help consumers relive anxiety, such as better competing with others and reducing 
career pressure. Third, they should introduce that OPK will help consumers build knowledge image, 
such as the positive self-concept of being knowledgeable (Packard and Wooten 2013) and professional 
reputations (Wasko and Faraj 2005).  
Limitation 
This study has two limitations. First, the sample was limited to university students. Although the group 
of university students is the majority of knowledge communities’ users, they may not precisely reflect 
the whole population. Conducting the study to cover larger populations is an option for future research. 
Second, it’s a need to search for additional determinants and moderators that influence consumers’ trust. 
For example, personality traits, such as innovativeness, subjective knowledge, habit and epistemic 
curiosity (Koo and Choi 2010), may influence consumers. Future research could examine other value 
of customer value and explore how personality traits affect consumers. 
Conclusion 
OPK is a new way for consumers to obtain knowledge and a new revenue source for knowledge 
platforms and knowledge providers. Knowledge is subjective and OPK needs consumers’ trust to 
further invest long-term time and effort. Based on these characteristics, figuring out what influence 
consumers’ trust is important for success of knowledge platforms and knowledge providers. This study 
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drew customer value theory to examine consumers’ trust. The results showed that three dimensions of 
customer value are important issues affecting consumers’ trust. Specifically, knowledge quality and 
price utility are important functional value that influence consumers’ trust in OPK. Both enjoyment and 
anxiety relief are important emotional value that influence consumers’ trust in OPK. Social knowledge-
image expression (an aspect of social value) also has a positive influence on consumers’ trust in OPK. 
The findings provide several important theoretical and practical implications for trust formation and e-
commerce success on OPK. 
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Appendix A: Survey Instrument 
Construct Item Wording 
Price utility 
(Sweeney and Soutar 2001) 
PU1 The knowledge product sold here are generally 
reasonably priced. 
PU2 The knowledge product sold here offer value for money. 
PU3 The knowledge product sold here are good products for 
the price. 
PU4 The knowledge product sold here are considered 
economical in terms of price. 
Knowledge quality 
(Sweeney and Soutar 2001)   
and (Wang et al. 2016) 
KQ1 The knowledge product sold here provides relevant 
knowledge for my need. 
KQ2 The knowledge product sold here presents the 
knowledge in an appropriate format (For instances, 
appropriate words, pictures, audio, living example, 
summary and so on). 
KQ3 The paid knowledge from the online knowledge 
platform is up-to-date enough for my purposes. 
KQ4 The paid knowledge from the online knowledge 
platform provides me with the precise information I 
need. 
Perceived enjoyment 
(Kim et al. 2011) and (Abdullah 
et al. 2016) 
PE1 Using the knowledge sold here stimulates my curiosity. 
PE2 Using the knowledge sold here arouses my imagination. 
PE3 I have fun using the knowledge. 
Anxiety relief 
(Darrat et al. 2016) 
AR1 Using the knowledge sold here reduce the way I feel 
afraid of the lack of knowledge. 
AR2 Using the knowledge sold here reduce the way I get 
upset or feel panic about the lack of knowledge. 
AR3 Using the knowledge sold here reduce the way I’m 
worried about the lack of knowledge. 
Social knowledge-image 
expression 
SKE1 Using the knowledge sold here enhances my 
knowledgeable image to others. 
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(Sweeney and Soutar 2001) SKE2 Using the knowledge sold here improves my 
knowledge-expression to others. 
SKE3 Using the knowledge sold here makes a good 
knowledge impression on others. 
SKE4 Using the knowledge sold here improves the way I am 
perceived. 
Social relational support 
(Kim et al. 2011) 
SRS1 Using the knowledge sold here better enables me to 
form interpersonal bonds with others. 
SRS2 Using the knowledge sold here helps me maintain my 
social relationships with others. 
SRS3 Using the knowledge sold here helps me make new 
friends. 
SRS4 Using the knowledge sold here enhances my social 
relationships with others. 
Trust in knowledge 
(Gefen 2000)  and (Gefen et al. 
2003) 
TK1 The performance of this online paid knowledge can 
meet my expectations. 
TK2 This paid knowledge can be counted on as a good 
knowledge product. 
TK3 This paid knowledge is a reliable knowledge product. 
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